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ABSTRACT

TITLE: Competency Prof.e Development for the Markating Education Curriculum

PRINCIPAL INVESTIGATOR: Ciifton L. Smith
University of Missouri-Columbia

PROJECT GOAL: To revalidate, revise, and adapt/modify the minimum core competencies for
the Fundamentals of Marketing and Advanced Marketing courses in Marketing Education on the
secondary level.

OBJECTIVES: (1) To develop a revalidatiocn procedure that involves all secondary marketing
instructors in Missouri. (2) To develop a revalidation procedure that involves selected
business/industry personnel. (3) To collect and analyze the data from the revalidation
procedures and make the necessary revisions and/or modifications in the minimum core
curriculums. (4) to develop a procedure to cross-reference the core competencies with
appropriate textbooks and resource materials for utilization by marketing instructors. (5) To
establish and utilize a project advisory committee composed of the Missouri Marketing
Education Curriculum Team.

PROCEDURES: To implement the project design, the following activities were conducted: (1)
Each marketing instructor completed a survey instrument for the assessment of each core
competency in the current curriculum; (2) The data was tabulated and reviewed by the project
advisory committee and revisions and/or modifications were made; (3) a review was conducted
by selected business/industry personnel; (4) focus groups were conducted to review the
"revised" core curriculum and solicit information concerning instructional resources; (5)
“revised" core competencies were cross-referenced with selected textbooks and resource
materials; (6) A final review was conducted by the Missouri Marketing Education Curriculum
Team.

RESULTS AND FINDINGS: The specific results and findings from this project were the
development of "revised" core competencies for the Fundamentals of Marketing and Advanced
Marketing courses in the Marketing Education curriculum.

FINAL PRODUCT: The final product from this project is a new competency listing for
Fundamentals of Marketing and Advanced Marketing in addition to a Marketing Education
Teacher's Resource Guide which details the cross-referencing of competencies to instructional
maiterials.

RECOMMENDATION FOR FURTHER ACTION: The minimum core competencies in
Fundamentals of Marketing and Advanced Marketing should be reviewed and revised a minimum
of every five years in order to reflect current marketing practices and to cross-reference with
the current instructional resources available.



INTRODUCTION

The Marketing and Cooperative Education section of the Division of Vocational and Adult
Education, through a funded project with the Marketing Education program at the University of
Missouri-Columbia, developed a core curriculum for Fundamentals of Marketing and Advanced
Marketing as part of the Vocational Instructional Management System implementation in 1983.
These are the minimum core competencies that should be utilized in all Marketing Education
; programs on the secondary level. In order to ensure that the secondary programs of Marketing
Education are providing up-to-date instruction in the discipline of marketing, these

competencies needed to be revalidated.

STATEMENT OF THE PROBLEM
The goal of this project was to conduct a revalidation of the core competencies for both
the Fundamentals of Marketing and Advanced Marketing curricula and make the necessary

revisions or modifications as deemed appropriate by the audiences who utilize them.

OBJECTIVES AND FINDINGS

The specific objectives and findings of the project were:

Objective Number Qne; To develop a revalidation procedures that involves all secondary
marketing instructors in the State of Missouri.

Eindings: A survey instrument utilizing a likert scale for each core competency was
developed (see Appendix A for a copy of the survey instrument). The likert scale had five points
with descriptors ranging from "very critical” to “not critical” for the assessment of each core
competency in the current curriculums. This survey instrument was administered to
marketing instructors attending the 1989 Missouri Vocational Association summer conference
during a specific curriculum session designed to collect this information. Ir addition fo the

survey instrument, each marketing instructor was asked to add any additional competencies




which they deemed "critical" to the curriculum. Marketing instructors were also asked to
indicate the title of instructional resources that were utiiized within the program.

Objective Number Two: To co'lect and analyze the data from the revalidation procedures
and make the necessary revisions and/or modifications in the minimum core curriculums.

Findings: Upon completion of the data gathering from the survey, the data was tabulated
and presented to the Missouri Marketing Education Curriculum Team, which served as the
project advisory committee (see Appendix B for a listing of Missouri Marketing Education
Curriculum Team members; see Appendix C for a listing of competencies and a mean score based
on the survey instrument). Utilizing the data provided, members of the team made revisions
and/or modification to the core competencies.

Following the revisions and/or modifications made by the Missouri Marketing Education
Curriculum Team, the "revised" core curricuium was reviewed by a select group of business
and industry representatives in marketing for their input and modification.

Upon completion of the review by business/industry, four focus groups were established
around the state. The purpose of the focus groups were to review the “revised" core
curriculum, solicit information concerning instructional resources for the purpose of cross-
referencing, and to sort the competencies into topical headings under each major duty tand.

QObjective Number Three: To develop a procedure to cross-reference the core
competencies with appropriate textbooks and resource materials for utilization by marketing
instructors.

Eindings: Once the "revised” core competencies were determined, the competencies were
cross-referenced with selected textbooks and resources materials identified by marketing
instructors. In addition, expected student learning outcomes were developed for major

subdivisions of the core curriculum.
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POPULATION

To gather data and information for this project, all secondary marketing instructors in
Missouri were surveyed and selected marketing instructors were utilized in focus groups and on
the project advisory committee. A secondary population affected by this project, are those

students who will enroll in marketing education programs.

CONCLUSIONS AND RECOMMENDATIONS

Conclysion Number Qne: A core curriculum, revalidated by both marketing instructors
and business/industry representatives, and cross-referenced to instructional materials will
ensure that marketing instructors are providing up-to-date instruction in the discipline of
marketing.

Becommendation: The core curriculums developed should be distributed to local
secondary marketing instructors. This will enable local secondary marketing instructors to
continue implementing a vocational instructional management system within their programs.

Conclusion Number Two: The expected student learning outcomes and cross-referenced
instructional materials by competencies will enable instructors to realign curriculums in
marketing.

Becommendation: The Marketing Education Teacher's Resource Guide should be
distributed to local secondary marketing instructors. This will enable local secondary
marketing instructors tc continue implementing a vocationai instructional management system

within their programs.




PROCEDURES

To implement the project design and to attain the objectives set forth, the following
activities were conducied:

1. The project director developed a survey instrument utilizing a likert scale for each
core competency in the Fundamentals of Marketing and Advanced Marketing courses.

2. The survey was administered to all marketing instructors at the summer Missouri
Vocational Association conference in July, 1989. This survey was conducted during a special
curriculum session.

3. Upon completion of the data gathering from the survey, the data was tabulated and
repoited to the Missouri Marketing Education Curriculum Team (project advisory committee).
Utilizing the data provided, members of the team made revisions and/or modifications to the
core competencies.

4. Following the revisions and/or modifications made by the Missouri Marketing
Education Curriculum Team, the "revised” core curriculum was reviewed by a select group of
business and industry representatives in marketing for their input and modification.

5. Upon completion of the review by business/industry, four focus groups were
established around the state. The purpose of the focus groups were to review the "revised” core
curriculum, solicit information concerning instructional resources for the purpose of cross-
referencing, and to sort the competencies into topical headings under each major duty band.

6. Once the "revised" core competencies were determined, the project staff “cross-
referenced” the core competencies with selected textbooks arid resource materials. In addition,
expected student learning outcomes were developed for major subdivisions of the core
curriculum,

7. The Missouri Marketing Education Curriculum Team conducted a final 1oview of all
materials for accuracy and useability and established the “revised” core curriculums.

REFERENCES
Specific references utilized in this study included textbooks and materials as referenced
in the competency cross-reference.

SELECTED BIBLIOGRAPHY
No specific bibliography was utilized in the development of this project.
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INSTRUMENT
The survey instrument utilized in this study is referenced in Appendix A of this report.

GLOSSARY
No specific glossary was utilized in this project.
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Survey Instrument




FURDAMENTALS OF MARKETING
Revalidation Instrument

DIRECT1ONS: Please '"bubble in" on the attached answer sheet, your rating of the
importance of the competencies listed for the FUNDAMENTALS OF MARKETING core
curriculum. On your answer sheet, make sure that the competency number on the master
list corresponds to the number on the answer sheet.

USE THE RATING SCALE GIVEN BELOW TO INDICATE YOUR RESPONSE:

1 NOT IMPORTANT This competency SHOULD NOT be in the Fundamentals of
Marketing core curriculum. It should be either Qrogped
from the 1listing or_ realigned in_the curriculum.
(Please provide specific comments, if needed, on the
attached comments page).

2 LOW IMPORTANCE This comgetency makes LITTLE DIFFERENCE in the
Fundamentals of Marketing core curriculum and has
limited value in being retained in the listing.

3  MODERATE IMPORTANCE This competency EMNHANCES the Fundamentals of Marketing
core curriculum and has value in being retained in the
listing.

4  UIGH TMPNRTANCE This competency makes a SPECIFIC CONTRIBUTION in the

Fundamentals of Marketing core  curriculum and
definitelr should be retaxne& in the listing.

5 VERY HIGH IMPORTANCE This competency makes a SIGNTFTCANT CONTRIBUTION in the
Fundamentals of Marketing core curriculum and has
critical value in being retained in the listing.

Communications in Marketing

1. Define feedback.

2, List types of feedback.

3. Fxplain feedback effect on human behavior.

4. 3peak in a business—-like manner.

5. Use proper listening skills.

6. Use the telephone in a business-like manner.

7. Use body language to help convey feelings in spoken communication.
8. Read and understand written communications.

9. Complete letters, forms, reports, and memorandums.

10. Describe the 1mportance of reading current business news media.

Economics and Marketing
11, TIdentify statenents that best describe marketing.
12, Explain the impcrtance of narketing in our economy.

13. Recognize that cconowic gnods are the products and services oftered to meet
consimer needs unc wWud:i:o.

14, Define :couomics .5 ) 7iocess.
15. Identify cconomic G .tivities.

16. Explain the importance of economics.

[ 25
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NOT IMPORTANT 10
LOW IMPORTANCE

MODERATE IMPORTANCE

HIGH IMPORTANCE

VERY HIGH IMPORTANCE

VP LI N

17. 1Identify three major types of economic resources.

19. Explain the meaning of private free enterprise.
20. Describe the different types of business ownership.
21. Compare and contrast the three major economic systems.

22, 1ldentify the characteristics and values of capitalistic, socialistic, and
communistic economic Systems.

r

|

E 18. ldentify examples of economic resources according to major type.
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23. Define profit.
24, 1Identify elements that need to be accounted for before a profit can be made.
25. Explain why profit is an essential part of the private free enterprise system.
26, Define supply and demand.
27. Distinguish between buyer's and seller's markets.
28. Describe the influences and interactions o. supply and demand.

29. Identify that the market price of a.grqduct is based on what a consumer is
willing to give and what a seller is willing to take.

30, Identify the effects of competition on buyers and sellers.

31. Explain why competition is important to the successful functioning of a private
free enterprise system.

32. Define marketing functions.

33, Explain the functions involved {n warketing products and services.
34. Define the meaning of a market for a product.

35. Describe how a market for a product can be identified.

36. Iden;if¥ demographic characteristics that would compose market segments for
particular products.

37. Define channel of distribution.

38. Describe two basic types of distribution.

39. Describe the functions performed by channel intermedaries.
40. Explain the meaning of integrated distribution.

41. Define Gross Mational Product.

42, 1ldentify components of GNP calculations.

43. Explain why the U.S. GNP has continued to grow.

Employment and Advancement
44, Tdentify pcrsonal occupational requirements.

45. Describe entry-level marketing jobs avallable in most communities.
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46,
47.
48,
49,
50.
51.
52.

53.
S4.
55.
56.
57.

67.

Market
68.
69.
70.
71.
72.

73.

NOT IMPORTANT 11
LOW IMPORTANCE
MODERATE IMPORTANCE
HIGH IMPORTANCE
VERY HIGH IMPNRTANCE
Identify possible advancemen: patterns.
Identify a tentative marketing occupational interest.
Develop a confident attitude toward participating in an employment interview.
Meet the standards of appearance and behavior required for the 1nterview.
Complete a personal resume.

Complete employment application forms for marketing employment.

Recognize the purposes and types of employment tests and general guidelines for
taking them.

Complete a personal interview and follow-up.

£xplain the importance of rules and regulations in a business.
Describe desirable work habits.

Explain gross pay and net pay.

Tdentify ways of tying school and work experiences together.

Relat:ona in Marketing
Defiie human relations.
Tdentify the prominent human relationships in marketing businesses.

Identify the importance of self-understanding in establishing effective human
reiatiouships.

Analyze personal interests, aptitudes, traits, abilities, and attitudes.
Identify personal strengths and weaknesses.

Describe the importance of a positive self-image.

Identify resources for self-understanding.

Develop a plan of short and long-term goals.

Develop harmonious professional relationships with co-workers, supervisors, and
managers.,

Develop relationships with customers that will favorably represent a business.

ing Operations

Perform addition and subtraction applications 'n marketing.

Perform multiplication and division applications in marketing.

Perform fraction and percertage applications in marketing.

Calculate correct pri.es of products o services and total amounts of purchases.
Fandle various types of payment for purchases.

Handle returns for exchange, cash refunds, or charge credit.




74.
75.
76.
7.
78.
79.
80.
81,
82.
81.

W EDE I

NOT IMPORTANT 12
LOW IMPORTANCE
MODERATE IMPORTANCE
HIGH IMPORTANCE
VERY HIGH IMPORTANCE
Handle COD and layaway sales transactions.
Explain importance of inventory control.
Explain the term perpetual inventory.
Explain the procedures of a physical inventory.
Explein the importance of pricing.
Define the terminology used in pricing.
Calculate mark-up and mark-downs.
Arrange currency and coin in cash drawer.

Maintain proper amount of cash in appropriate denominations in cash drawer.

Balance cash drawer against cash register reading.

Market Planning

84,
85.

86.
87.

88.
89.
90.
91.

92.
93.
9.
95.
96.

Explain the marketing concept.

Explain historical development in business that led to the adoption of the
marketing concept.

Give examples of the marketing concept in action.

Explain the role that product/service planning activities play in a company's
success in the marketplace.

Identify factors that influence product/service planning.
Identify the methods of gathering primary marketing data.
Apply one or more of the methods to gather primary data.

Explain the difference between the total market approach and the segmentation
approach to product planning.

Cite examples of specific products/services and their target markets.
Identify the functions of packaging to meet the needs of specific marketing.
Define product line and product mix.

Identify the stages of the product life cycle.

Explain the steps in product planning.

Physical Distribution

97.
38.
-9.
100.
101.

Accurately check shipment or items against an invoice.
Handle incorrect amounts of types of goods.
Mark prices on various types of goods.

Identify housekeeping duties in connection with proper stock care.

Exercise precautions with equipment to prevent accidents.




1  NOT IMPORTANT 13
2  LOW IMPORTANCE
D b
5  VERY HIGH IMPORTANCE
102. Exercise precautions with stock to prevent accidents.
103, 1ldentify .mportance of preventing s-ock shrinkage.
Sales Promotion
104. Identify the major advertising media used to promote sales,
105. 1ldentify the basic types of displays used to promote sales.
106. 1Identify the svecial promotion activities used to promote sales.
107. 1dentify how sales promotion benefits the marketing business, employee, and
consumer.
108. Identify the major elements of a print or broadcast advertisement.
109. Read newspaper advertisements to keep informed of the advertising done by a
business and its competition,
110. Recognize broadcast promotions by a business and its competition.
111. Egad qurrenf promotion material sent out to consumers by a business, and its
mpetitors (ex. catalogs, manufacturers' brochures, etc.).
112, Identify the costs of various advertising media.
113. Egi::ify the importance of visual merchandising as it applies to a business'
114, Select appropriate, seasonal, and timely display merchandise.
115. Design displays considering the basic elements of display arrangement.
116. Plan location of displays.
Selling
117. 1Identify how to analyze customer needs and wants.
118. Eg:gtify how to determine the buying motives of customers and then appeal to
119. Approach the cstomer and begin the sale.
120. Present the features and benefits of a product or service.
121. Overcome customer's objections and excuses.
122. Close the sale. /
123, Follow-up to service the sale.
124. 1Identify sources of product or service knowledge.
125. Use information on tags, labels, stamps, wrappers, etc. to help the customer buy
intelligently.
126. Convert product or service knowledge into selling points.
127. Compare goods or services favorably with competing products or services.




128.

129.

130.

131.

VW —

NOT IMPORTANT 14
LOW IMPORTANCE

HODERATE IMPORTANCE

HIGR IMPORTANCE

VERY HIGH IMPORTANCE

Suggest advertised product or services needed from one's own company that might
satisfy customer's needs.

Coordinate products or services with related items in an atvempt to increase the
amount of sale.

Suigesc larger quantities, higher priced goods, and additional goods in an
effort to increase the average sasle.

Identify the various types of selling, besides retailing, that takes place in
marketing.




COMMENTS SECTION

DIRECTIONS: Please provide any_ specific comments gegardinﬁ *he Fundamentals of
Marketing curriculum that will assist in the revalidation of the competencies.

1. What, if any, specific units or comgetencies need to be added to the
Fundamentals of Marketing core curriculum

2, VWhat if any, specific units or competencies need to be dropped or realigned in
the Fundamentals of Marketing core curriculum? Refer to any competencies that
you may have rated as a "1" in answering this question).

3. Are thece specific comments that you wish to make in regard to the Fundamentals
of Marketing core curriculum that need to be addressed by the Missouri Marketing
Education Curriculum Team? (Please list below):

4, Are there any specific instructional resources (textbooks, reference books) that
you would like to have specific competencies cross-referenced for purposes of
teaching the Fundamentals of Marketing core curriculum?

Q l 7
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ADVANCED MARKETING
Revalidation Instrument

DIRECTIONS: Please "bubble in" on the attached answer sheet, your rating of the
importance of the competencies listed for the ADVANCED MARKETING core curriculum. On
your answer Sheet, make sure that the competency number on the master list
corresponds to the number on the answer sheet.

USE THE RATING SCALE GIVEN BELOW TO INDICATE YOUR RESPONSE:

1 NOT IMPORTANT This competency SHOULD NOT be in the Advanced Marketing
core curriculum. = It should be either dropped from the
listing or realigned in the curriculum. (Please

provide specific comments, if needed, on the attached
comments page).

2  LOW IMPORTANCE This competency makes LITTLE DIFFERENCE in the Advanced
. Marketing core curriculum and has limited value 1in
being retained in the listing.

3  MODERATE IMPORTANCE This competency ENHANCES the Advanced Marketing core
curriculum and has value in being -etained 1in the
listing.

4 HIGH IMPORTAMNCE This competency makes a SPECIFIC CONTRIBUTION in_ the

Advanced Marketing_ core curriculum and definitely
should be retained in the listing.

5 VERY HIGH IMPORTANCE This competency makes a SIGNIFICANT CONTRIBUTION in the
Advanced Marketing_ core curriculum and has critical
. value in being retailned in the listing.

Commnications in Marketing
1. Teach individual employees to perform job duties.
2. Give oral presentations to groups of marketing perscnnel.
3. Interpret management policies to employees.
4., Interpret employee problems to management.

5. Interpret progress of departments, systems, or functions within the business to
management .

6. Compose business letters, reports, and memorandums.

7. Read a variety of business communications and determine the relevant
information.

8. Communicate orally or in writing the important information gained from reading
and research.

9. Interpret tables, graphs, and charts in order to gain marketing information
relevant to a business.

Economics and Marketing
10, DNefine marketing strategy.
11, Tdentify factors that affect marketing strategies.
12, Describe a marketing strategy for a given situation.
13. Define promotional mix.

14, Describe the potential elements of a promotional mix.



NOT IMPORTANT 17
1.0W IMPORTANCE

MODERATE IMPORTANCE

HIGH IMPORTANCE

VERY HIGH IMPORTANCZ

NE IR e

15, Identify the wmajor advantages and disadvantages of different forms of product
promotion.,

16, Describe the most important factors that management should consider when
designing a promotional mix.

17. Identify reasons for government regulation of business activities.
18, Describe how government regulates business activities.
19. Describe the types and levels of union organization.

20, Identify the issues most commonly discussed during labor-management
negotiations.

21, Explain the effects of unionism on labor and management.
22, Define international trade.
23. Explain why nations engage in international trade.

24, Describe how international trade affects the economic interdependence of
nations.

25. Explain the meaning of business risks.
26, Identify types of risks that businesses encounter.

27. Explain how businesses deal with the various types of risks.

Employment and Advancement
28, 1Ildentify qualities necessary for management/entrepreneurship.
29, Compare personal qualities with those needed for management/entrepreneurship.

30. Tdentify resources available within the community which develop and strengthen
management qualities.

31. Locate job prospects.
32. Describe the full-time employment process.
33. Prepare a resume.

34. Develop a strategy for job hunting.

Human Relations in Marketing

35. FExplain theories of human mctivation with employee.

36, Maintain a pleasant working environment.

37. Recognize the accomplishments of others.

3J8. Recognize the importance of professional organizations in the marketing field.

39. PRecognize the importance of trade associations in the specific areas of
marketing.

40. Recognize the importance of participation in community affairs.




41,
42,

NOT IMPORTANT

LOW IMPORTANCE
MODERATE IMPORTANCE
HIGH IMPORTANCE

VERY HIGR IMPORTANCE

VN —

Recognize the social obligations of marketing.

Recognize marketing problems involving ethics.

Marketing Operations

43.
44,
45.
46.
47.
48.
49,
50.
51.
52.
53.
54.
55.
56.
57.

Use sales sheets in reporting daily sales.

Maintain records of cash reccived and bank deposits.
Report local, state and federal sales taxes.
Authorize checks according to the business policy.
Figure stock turnover.

Maintain stock control records.

Determine relationships between stock and sales.
Comp lete purchase orders.

Complete invoices,

Interpret nct income and loss.

Interpret net sales.

Interpret gross margin,

Interpret breakeven points.

Interpret stock turnover in relation to department or company operating profits.

Interpret profit and loss statements.

Market Planning

58.
59.
60.
61.
62,
63.
64.
65.
66.
.67,
68.
69.

Identify a marketing research problem.

Plan the research.

Collect the seconda:y data.

Collect the primary data,

Apply sampling techniques to identify the sample population.
Prepare the research instrument.

Prepare the research report.

Present the research report.

Tdentify sources of ideas for new products.

Tdentify the methods of screening ideas for new products.
Tdentify the methods used for evaluating a new product idea.

Explain the importance of pre-testing a prototype of the new product,

18




70.
71.
72.
73.
74.
75.
76.
77.
78.
79.
80.

VN LIN—

NOT IMPORTANT 19
LOW IMPORTANCE

MODERATE IMPORTANCE

HIGR IMPORTANCE

VERY HWIGH IMPORTANCE

Describe the forms of product testing.

Describe the introduction stage of product development.

Consider the factors that affect pricing.

Tdentify the most widely adopted pricing policies.

Set a pricing objective for a product/service.

Identify the most widely used pricing strategies.

Plan
Plan
Plan
Plan
Plan

sales.
stock,
reductions.
purchases.

markup.

Physical Distribution

81.
82.
83.
84.

Identify the ways to ship merchandise.

Compare ways to ship merchandise in terms of cost and suitability.

Trace shipments of merchandise.

Return damaged merchandise to shipper.

Sales Promotion

85.
86,
87.
88.

89.
90.
91.
92.
93.
9% .
95.
96,
97.
98.

Plan

and develop seasonal and storewide themes.

Select products for promotion that are seasonal and timely.

Check advertising and displays for adherence to store promotional policies.

Obtain and use current product information necessary for effective and timely
promotional activities.

Check advertising copy for omissions, additions, and corrections.

Check available quantities of advertised product before a promotion breaks.

Select the most effective locations within the business to place displays.

Plan

display changes to maintain customer interest.

Allocate promotional space for an item based on its sales volume.

Determine when to dismantle and replace majior displays.

Ccordinate promotional activities with local activities or seasonal events.

Schedule displays of products at the same time they ave being advertised.

Inform personnel of the schedule of company sales promotion activities.

Coordinate national or chain advertising with local business promotions.

&~
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1 NOT IMPORTANT
2 LOW IMPORTANCE
3 MODERATE IMPORTANCF
4 HIGH IMPORTANCE
5 VERY HIGH IMPORTANCE

Selling

99. Determine the importance of making an appointment in advance and being on time.

100, Deal with the prospective customer's secretary or family member in a
professional manner.

101. Announce the purpose for the call immediately to the prospective customer.

102. Determine the importance of planning in advance what section of sales territory
will be covered in a given day.

103. Determine the importance of preparing and organizing sales aids.

104. Determine the importance of keeping customer records.,

105. Plan daily activities to ensure that all duties are performed.

106, Maintain accurate, up-to-date customer, prospect, daily work and 3summary
records.

107. Set sales goals or quotas.

108. Plan sales routes and transportation modes which keep traveling time to a
minimum,

109, Make productive use of waiting time.

110, Use special techniques which increase the selling time.

111, Evaluate performance in terms of goals and customers' satisfaction.

112, Gain audience's attention with a strong opening remark.

113, Make a smooth, natural and interesting sales presentation.

114, Show how the product or service will satisfy the needs the group shares.

115, Plan for audience participation.

116. Provide expert information as to ways in which the product or service can
benefit the prospective customer.

117. Provide full and complete information about a product line or company service.
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COMMENTS SECTION

DIRECTIONS: Please provide anK specific comments regarding the Advanced Marketing
curriculum that will assist in the revalidation of the competencies.

1. What, if any, specific units or competencies need to be added to the Advanced
Marketing core curriculum?

2. What, if any, specific units or competencies need to be dropped or realigned in
the Advanced Mar eting core curriculum? (Re’er to any competencies that you may
have rated as a "1" in answering this question).

3. Are there specific comments that you wish to make in regard to the Advanced
Marketing core curriculum that need to be addressed by the Missouri Marketing
Education Curriculum Team? (Please list below):

4. Are there any specific instructional resources (textbooks, reference books) that
you would like to have sEec;fxc competencies cross-referenced for purposes of
teaching the Advanced Marketing core curriculum?
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25

FUNDAMENTALS OF MARKETING
Revel idation Instrument

OIRECTIONS: Plestes "bubble in"™ on the stteched answar sheaet, your rating of the
importsnce of the competencies Listed for tha FUNDAMENTALS OF MARKETING core
curriculum, On your answer Sheet, meks sure that the competency number on the master
List corresponds to the number on the enswer sSheet,

USE THE RATING SCALE GIVEN BELOW TO INDICATE YOUR RESPONSE:

1 NOT IMPORTANT This compatency SHOULD NOT be in the Fundemsntals of
Marketing core curriculum, It should be either dropped
from tha LlListing or reeligned in the curriculunm,
(Plesse provide specific comments, if needed, on the
etteched comments page).

2 LOW IMPORTANCE This competency makes LITTLE ODIFFERENCE n the
Fundementals of Marketing core curriculum and has
Limited value 1n being reteined in the Lisating.

3 MOCERATE IMPORTANCE This compstency ENHANCES the Fundamentels of Marxeting
core curriculum and hes velue in being retained in the
Listing,

4 HIGH IMPORTANCE This competency mekes 8 SPECIFIC CONTRIBUTION in the
Fundementals of Marketing core cu~riculum and

definitely should be reteined in the Li18ting.

5 VERY HIGH IMPORTANCE Thie competency mekes o SIGNIFICANT CONTRIBUTIOM 1n the
Fundementels of Marketing core curriculum and hes
criticel value in being retained in the lListing.

Communicationa in Markating

1. Oefine fesdbeck., [3.986]

2. List types of feedback., [3.73]

3. Explain feedback effect on humen behavior, [3.,89]

4, Speak 11 a businese-Llike manner. [4.38]

5. Use proper Listaning skills. [4.6]

6. Use the telephone in a business-Like manner., [4.12]

7. Use body Lengusge to help convey feelings 1n spoken communication, [3.85]
8. PRead and understend written communications, [4.43]

9. Complete Letters, forms, reports, and memorandums, [3.,93]

10. Describe the importance of reeding current business news media, [3.78]

Economics and Merkmting
11. Identify stetements that best describe merketing. [4.28]
12, Explain the 1mportence of marketing in our sconomy, [4.88]

13. Recognize that economic goods are the products and services offersd to meat
consumer needs and wants, [4,53)

14, Define economice 8s a process, [4.38]
15, Identify economic sctivities, [4.31]

18, Explain the i1mportance of economics. [4.35]
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17.
18.
19.
20,
21,
22,

23,
24,

25,

28.
27.
28.
29.

30,

.

32.
33.
34,
3s.
38.

37.
38,
as,
40,
41,
42,
43,

W

26

NOT IMPORTANT
LOW IMPORTANCE

MDDERATE IMPORTANCE
HIGH IMPORTANCE
VFRY HIGH IMPORTANCE
Identify thres msjor types of economic rosources., [4.,13]
Identify axamples of sconomic rasourcss according to major type. {3.981]
Explain the meaning of privata fres enterprise. [4.74]
Describe the diffarent %,pmas of business ownership. [4.58]

Compare and contrast ths threa major economic Systams. [4.91]

Identify the characteristice and velurs of <capitalistic, socialistic, end
communis’*ic economic systems. [4.29]

Define profit. [4.70]

Identify salemants that need to be accounted for before a profit can be made.
[4.80]

Expluiq why profit 1s an essential pert of the private free entarprise systam.
{4.87]

Dafina supply and demand., [4.80]
Distinguish betwsen buyar's and sellar's marketa. [4.21]
Describe the influences and inieractions of supply and demand, [4.30]

Identify that the market price of e product is based on what a consumer i3
willing to give and what a seller 1s willing to take. [4.22]

Ident1fy the effscts of competition on buyers end sellers. [4.59])

Explair why competition is importent to the successful functioning of a privete
free anterprise system. [4.83]

Define marketing functions. [4.81]

Expteain the functions involved in marketing products end services. [4.42)
Define the meaning of a market for a product. [4.47]

Dascribs how a markat tor s product can be identifiad. [4.3%]

Identi1fy demogrephic characteriatics that would compose merkat segmants for
particular products., [4,32]

Define channel of distribution. [4.48]

Describe two basic typas of distribution, [4.14]

Dascribe the functions performed by chennel intermedesries. [3.82]
Explain the mesaning of integratad distribution. [3.88]

Define Grosa Nationasl Product. [4.27]

Identify components of GNP calculetions, [3.871

Expleain why the U.S. GNP has continued to grow. [3.85]

Ewploymant and Advancement

a4,

45,

Ident 1 fy personal occupeationsl requirements. [4.29]

Describe sntry-level merketing jobs available in most communities. [4.09]
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NOT IMPORTANT

LOW IMPORTANCE
{'00ERATE IMPORTANCE
HIGH IMPORTANCE

VERY HIGH IMPORTANCE

U bW -

46, Identify poseible edvencement patterns, [3.87]
47, Ildentify e tentstive marketing occupationsl i1nterest. [3.77])

48, D?volo e confident ettitude towerd participating in en employment 1nterview,
4.59

49, Meet ths stsndsrds of eppsasrance and behavior required for the 11nterview.
[4.85]

S0. Complete & personsl resume. [4.54]
S1., Complete employment application forms for marketing employment. [4.59]

52, HRecognize the purposes and types of employment tests and general guidelines for
taking them. [3.99])

S3. Complete a personel i1nterview and follow-up. [4.38]

54, Explain the importance of rules and regulations in a business. [4,31)
§5. Describs deesireble work habits. [4.50]

S8. Explain gross pay and net pay. [4.31]

S7. Identify wasys of° tying school and work sxperiences together, [4.15]

Humen Relstione in Nerksting
58. Define human reletions. [4,35)
59, Identi1fy the prominent humsn rsletionships 1n merketing businesses. [4.09])

60, Identify the <importence of salf-undearstanding 1n establishing effsctive human
reletionships., [4.12])

§1. Anelyze personel interests, eptitudes, traits, abilities, and stt)tudes. [4.30)
62, Idesntify pasrsonal strengths end weasknesses. [4,21])

63. Describs tha 1mportance of e positive self-i1mage, [4,48])

64, Identify resources for self-understending. [3.89]

65, Develop a plan of short snd long~term goals. [4,12])

66. Develop harmonious professional relstionships with co-workers, supervisors, end
managers., [4.38]

67. Develop reletionships witn customers thati wil! favorabiLy represent a business.
(4.44]

Nerksting Operstione

68. Psrform sddition and subtraction applications in marketing. [4.14])

69. Perform multiplication and division spplications in merketing, [4.14]

70. Perform fraction and parcentags applications 1n marketirg, [4,29])

71. Calculete correct prices of products or services and totsl emounts of purchases,

(4.98)
72, Handle various types of psymsnt for purchasess, [4.09]
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74,
75.
78,
77.
78,
79.
80.
81.
8e.

83.
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NOT IMPORTANT

LOW IMPORTANCE

MODERATE IMPORTANCE

HIGH IMPOATANCE

VERY HIGH IMPORTANCE
Mendle returns for exchenge, cash refunds, or cherge credit, [3,19]
Hendle COD and Layewsy seles traneactions, [3.48]
Explain importance of inventory control. [4,30]
Explain the term perpetuel inventory. [4.04]
Explein the procedures of a physical inventory. [3.95]
Explein the importance cf pricing. [4.48]
Define the terminology used in pricing. [4.31]
Calculete merk-up end merk-downe, [4.34]

Arrenge currency end coin in cesh drewer. [39,43]

M?intain proper emount of cash in appropriate denominatione in ceeh drewer,
3.30])

Balence cesh drewer against csesh register reading. [3.74)

Narket Planning

84,
85,

8g6 .,
87.

88.
89.
90,

91,

93.

94,
85,

98 .

Explain * markating cancept, [4,81]

Explain historical development 1in business thet Led to the adoption of the
markating concept. [3.68]

Give examples of the marketing concept in action. [4.14)

Explain the role thet product/service planning activities play in a company's
success 1n the marketpltece. [4,09]

Identi1fy factors that influence product/saervice planning. [4.07]
Identi1fy the methods of gathering primary marketing date. [4.11]
Apply one or more of the methods to gather primery data. [3.81]

Explain the difference between the totel market approach end the segmentation
approsch to product planning. [3.97]

Cite oxamples of specific products/services and their target markets. [4.20]

Igenawgy the functions of peckaging to mest the needs of specific marketing.
(4,08

Define product Line and product mix. [4.21]) |
Identify the stages of the product Life cyclae, [4.23]

Explain the steps in product planning. [4.03]

Phyaical Distribution

97.
98.
99,

O

ERIC

Aruitoxt provided by Eic:

Accurately check shipment or 1tems against an invoice. [3.88]
Hendl!e incorrect amounts of types of goods. [3.681]

Merk prices on various types of goods. [3.50]
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NOT IMPORTANT

LOw IMPORTANCE
MOOERATE IMPORTANCE
HIGH IMPORTANCE

VERY HIGH IMPORTANCE

0NH W=

100, Identify housekseping dutiss in connection with proper etock care. [3.83]
101. Exercise precautions with squipment to prevent accidents. [3.771]
102. €Exerciess precautions with stock to prevent accidents, [s.70]

103. Identify importance of preventing stock shrinkege. [4.20]

Sales Promotion

104. Identify the msjor sdvertising medie used to promote sales. [4.81]

105, Identify the beeic typess of displeye uesed to promots sslas. [4.30]

506, Identify the speciel promotion ectivitiss uesd to promots selss. [4,43]

107. Identify how seles promotion bsnefits the marketing business, employee, wend
consumer. [4.38]

108. Identify the melor elements of a print or broadcest advertisement, [4.15]

105. Resd newspsper edvertissements to keep informed of the advertising done by @
business and its competition, [3.,77]

110. Recognize broadcast promotions by e busines. end its competition. [3.83]

111. FReed current promotion material sent out to consumers by a business, and its
competitors [ex. catalogs, wenufecturers' brochures, etc.). [3.57]

112. Identify the costs of various advertising media. [3.89]

113, Identify the importence of visual merchandising es it applies to a business'
imege. [4.11]

114, Select spproprists, sessonal, and timely diepley merchandise. [3.85]
115, Design displeys considering the bssic elements of display arrangement. [3.682]

116. Plan location of displeys. [3.80]

Selling
117. Identify how to snslyze customer needs and wants. [4.58]

118, Identif how to determine the buying motives of customers and then appeal to
them. 4,.56]

119. Approsch the customer and begin the sale, [4.58]

120, Present the festures and benefits of 8 product or service. [4.80]
1219. Overcome customer's objections and excuses., [4.,58]

122. Close the sale. [4.70]

123. Follow-up to service the sale. {a.45]

124, Identify sources of product or service knowledge. [4.48])

125. Use information on tags, labels, stamps, wrappers, etc. to help the customer buy
intelligently., [4.30]
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126,
127,
128,

129,

130,

131,
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NOT IMPORTANT

LOwW IMPORTANCE
MOOERATE IMPORTANCE
HIGH IMPORTANCE

VERY HIGH IMPORTANCE

Convert product or service knowledge into selling points, [4.54]

Compars goode or sarvicee favorably with competing products or services. [4.33]

Suggest advartised product or services needed from one's own compeny that might
sati1sfy customer's needs, [4,03]

Coordinete products or sarvices with related 1tems 1n an attempt to increase the
amount of sale. [4.25]

Suggest Llarger quantities, higher priced goods, and add:tional goods n  an
effort to increass the average sala, [4,14]

Identify the various types of selling, basides retailing, that takes place in
marketing, [4.31]
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ADVANCED MARKETINS
Revalidetion Instrumsnt

DIRECTIONS: Plesse "bubble 1n" on the atteched enswer sheet, your rating of the
importence of the competencies listed for the ADVANCEO MARKETING core curriculum. On
your enswer sheet, make sure thet the competency number on the mester Llist
corresponds to the number on the answer sheet,

USE THE RATING SCALE GIVEN BELOW TO INOICATE YOUR RESPONSE:

1 NOT IMPORTANT This competency SHOULD NOT be 1n the Advanced Markesting
core curriculum, It should be ei1ther droppad from tlre
Lieting or reasligned in the curriculum. [PLr .ase

provide specific comeents, i{f needed, on the sttached
comments pegel.

2 LOw IMPORTANCE This competency makes LITTLE DIFFERENCE 1n the Advanced
Marketing <core curriculum and has Limited vealue 1n
being retained in the Listing.

3 MODERATE IMPORTANCE This compestency ENHANCES the Advenced Marketing core
curriculum end hes value in being retained in the
Listing.

4 HIGH IMPORT*NCE This competency makes a SPECIFIC CONTRIBUTION in the
Advenced Merketing core curriculum and definitely

should be retained 1n the Listing,
5 VERY HIGH IMPORTANCE Thn1s compstency makes & SIGNIFICANT CONTRIBUTION in the

Advanced Merketing core curriculum and has craitical
value 1n being retained in the listing.

Communicetions in Merketing
1. Taasch i1ndividusl employses to perform job duties. [3.81)
2, Give oral presentations to groups of marksting personnesl. [3.88)
3. Interpret manegement policies to employees. [4.01)
4, Interpret employee problems to management. [4.08)
5

« Interpret progress of departments, systems, or functions within the business to
mansgement. 3.75]

6. Compose business Letters, reports, and memorandums. [4.08]

7. Read [} variety of business communications and determine the relevant
information. [3.91]

B. Communicate orally or in writing the important information gained from reeding
end research. [4,03]

9. Interpret tebles, graphs, aen
relevant to a business., [4.27]

d charts in order to gain marketing information
Economice and Merketing

10. Define merketing stretesgy, [4.83]

1. Identify factors that sffect merketing strategies. [4.51]

12. Describe a marketing strategy for @ given situation. [4.37]

13. Define promotional mix. [4.82]

14, Describe the potential elements of e promotional mix. [4.55]
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15.

186,

17.
18,
19,
20,

21,
22,
23,
24,

25,
286,
27,
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NOT IMPORTANT

LOw [MPORTANCE
HUDERATE IMPORTANCE
HIGH IMPORTANCE

VERY HIGH IMPORTANCE

Identify the major advantages and disedventsges of diffarent forms of product
prosotion, [4.45]

Describe tha most 1mportant factors thet management should consider when
designing s promationel mix. [4,35]

Identify ressons for governmant regulation of business activities., [4.25]
Describs how Qovarnment regulates business activities. [4,28]
Describe the typas and lLevels of union organization., ([3.,72]

Identi1fy tha iseues most commonly discussad during Lsbor-management
negotiations., [3.87]

Explain the effects of unioniam on Labor and management. [3.80]
Define international trade, [4,37]
Explain why nations sngsge 1n internstional trade. [(4.32]

Describe how international trede oaffects the economic interdepsndence of
nations, [4,35]

Explein the meaning of business risks. [4.,60]
Ident1fy types of risks that businesses encounter, [4,55]

Explain how businesses deal with the various types of risks. [4,29]

Employment snd Advancement

29,
30.

31.
32,
33.
34,

Human
35,
386,
3z,
3s.

39.

O
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Identify qualities necessary for management/entrepreneurship, [4,43]

C?mpari personal qualities with those needed for management/entreprensurship.
4,18

Ident1fy resources available within the community which develop and strengthen
management qualities. [3.85]

Locate job prospects. [4.08]
Describe the full-time employment process. [3.94]
Prepars o resums. [4.41]

Develop a strstegy for job hunting. [4.28]

Relations in Markating

Explain theories of human motivation with employee. [4,10]
Maintain a pleasant working environment, [3.91]

Recognize the sccomplishments of others., [4.01]

ngog;i:n the importance of professional organizations 1n the marketing field.

Recognize the 1mportance of trade essociations 1n the specific areas of
mark. ting. [3.88]




NOT IMPORTANT

LOW IMPORTANCE
MOQERATE IMPORTAMNCE
HIGH IMPORTANCE

VERY HIGH IMPORTANCE

(¢, - AR

40. Racognize the importance of participation in community effeirs. [4.18]
41. Recognize the social obligetions of marketing, [3.99]

42, Recognize merketing problems involving ethics. [4.33]

Merkating Operetions

43, Use sales shests in reporting daily sales. [3.72]

44. Meintein records of cesh received end bank deposits. [3.88]
45. Report Local, state and federal sales taxss. [3.86]

48, Authorize checks according to the business policy. [3.90]
47. Figure stock turnover. [4,.28]) .

48, Maintain stock control records. ([4.15]

49. Determine relationships between stock and salas. [4.28])
50. Complete purchase orders. [3.94]

51. Complete invoices. [3.95]

52. Interpret net i1ncome and Loss. [4.48]

53. Interpret net sales. [4.48])

54. Interpret gross mergin. [4.40]

55. Interpret breakeven points, [4.38]

56. I?teégiet stock turnover 1n relation to department or company opersting profits,
4.

57. Interpre’ profit and Loss steatements. [4.39]

Market Planning

58. Identify a marketing reseerch problem. ([4.19]

59. Plen the reseerch. [4.12]

60. Collect the secondary data. [4.04]

61. Collect the primery date. [4.09]

62. Apply sampling techniques to identify the sample population. [3.87]
63. Prepare the research instrument. [3.89]

64. Prepare the research report. [3.90]

85. Pr .:nt the research report. [3.88]

66. 1Identify sources of 1deas for new products, f[4_,14)

87. Identify the methods of erreening ideas for new products, [4,03])

88. 1Identify the methods used for evalusting a new product 1dea, 3.99])

ERIC 15

Aruitoxt provided by Eic:



34

NOT IMPORTANT

LOW IMPORTANCE
MODERATE IMPORTANCE
HIGBH IMPORTANCE

VERY HIGH IMPORTANCE
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68, Explain the 1mportance of pre-testing s prototype of the new product. [4.03]
70, Describe the forms of product testing. [3.,93]

71%. Oescribe the introduction ztege of product development, [4,12]
72. Consider the fesctors that effect pricing. [4.42]

73. Identify the most widely adopted pricing policies. [4.22]

74, Set a pricing objective for a product/service. [4.02]

75, Identify the most widely used pricing strategies. [4,19]

78, Plan seles. [4.19]

77. Plan stock. [4,10]

78, Plen reductions. [4,08]

79, Plen purchesss. [4.12]

80, Plen merkup. [4.10])

Phyesical Distribution

81, Identify the ways to ship merchendise. [3.99]

82, Compere weye to ship merchandise in terms of cost and suitability. [4,01)
83, Traca shipmente of msrchendise. [3.48)

84, Return demaged merchandise to shipper. [3.48])

Ssles Promotion
85, Plan snd develop seasonsl and storewide themes. [4.18]
88, Select products for promation that sre sessonal and timely. [4.14]

87, C?eck 3dvertlﬂlng and displays for a“herence to store promotionel policies.
3.93

88. Obte'n aend wuse current product information necessary for effective and timely
promotional ectivities. [3.93]

88, Check edvertising copy for amissions, sdditions, sand corrections, [3.983]

90. Check avairlable quentities of sdvertized product before a promotion breaks.

[9.79]

91. S?loct]thu most effective Locations w.thin the business to plece displeys.,
4,03

92, Plan displey changes to meintain custamer interest. [3.9&]
93. Allocata promotional space for an item based on 1ts sales volumsa. [3.89])
94. Oetermine when to dismantle and replace major displays. [3.83]

a5, C?ordigate promotional activities with lLocal activities or seasonal events.
4,04

ERIC ¢
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NOT IMPORTANT

LOw IMPORTANCE
MODERATE IMPORTANCE
HIGH IMPORTANCE

VERY HIGH IMPORTANCE
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98, Schedule displeys of producte et the seme time they ere being advertised.

[4.91])
97, Inform personnel of the echedule of compeny selee promotion ectivities.
{s.s8]
98, Coordinete netionel or chein edvertieing with locel bueiness promotions,
[(3.88]
Selling
99, Oetermine the importence of making en appointment in advance and bsing on time,
{a.34]}
100, Deal with the proepsctive customer's secretery or family member in (]
professional manner, 4.17

101, AEnouniu the purposs for the cell immedietely to the prospactive customer,
4,04

102, Determine the importance of planning 'n advance what section of sales tarritory
will Le covered in a given day. [3.93]

103, Determine the 'mportance of preparing and organizing sales ai1ds, [4.20]
104, Determine the importance >f keeping customer records. [4,28]
105, Plau deily activities to ensure that all duties are performed. [4.11]}

108, Meintein accurate, up-to-dats customer, prospect, daily work and Summary
records., [4.03]

107, Set sales gosls or quotas. [4.24]

108, Plen seles routes and transportation modes which keep traveling time to a
minimum. [3.87]}

109, Make productive ues of =eiting tims, [39.95]

110, Use speciesl techniques which increese the sslling time., [3.98]

111. Eveluste performence in terms of goals end cuetomere' setisfaction., [4.08]
112, Gein eudience's attention with e strong opening remerk, [4.14}

113, Meke & umooth, netural and interesting seles presentation. [a.32]

114. Show how the product or service will satiefy the needs the group shares. [4.18]
115. Plen for sudience perticipation, [3.99]}

116, Provide expert informetion as to weys in which the product or sesrvice cen
benefit the prospective customer. [(4.28]

147, PE:VQSE full end complete information sbout a product lLine or company service,
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